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The business of battlefield tourism is a 
relatively recent phenomenon - one that 
probably began in earnest in the 19th century 
with visits to the site of the Battle of Waterloo. 
Although this type of tourism creates a · 
significant economic impact and is one of the 
fastest growing sectors in the industry, to date 
there has been little research conducted from 
a business perspective. 
In this paper, the battlefields in Turkey have 
been selected as a case study since Gallipoli is 
Australia's touchstone for battlefield tourism. 
The Anzac Day visits to Gallipoli began in ;925, 
but their growth increased following a prime 
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ministerial visit to Anzac Cove in 1990. The 
number of Australian participants swelled to 
such an extent after this event that it is now 
common to have over 10,000 Australians 
attending Anzac Day ceremonies at Gallipoli, 
with around 50,000 expected in 2015. 
This paper investigates the business of 
battlefield tourism by estimating the potential 
economic impact of such an event, and 
recommends that planning begin for Anzac Day 
and the ceremonies at Gallipoli ahead of the 
battle's centenary in 2015, given not only the 
historical significance of the occasion, but also 
that 50,000 participants are forecast to attend. 
I ntrod uction 
The Australian interest in the Anzac Day 
commemoration at Gallipoli, Turkey - an event 
that has become increasingly popular in recent 
years - provides the backdrop for the current 
study. At times, some 20,000 people travel 
to attend this event, which occurs annually, 
and provides opportunities and challenges 
for those in the tourism industry in both 
Australia and Turkey. Little research has been 
undertaken with regard to this event from an 
applied business perspective. 
This paper explores the business of battlefield 
tourism by investigating the motivation of 
participants who attend commemorative 
events at Gallipoli on Anzac Day. 
It also provides insight into the economic 
impact of tourists at these events; and related 
travel behaviour and intentions, including . 
expenditure, length of stay, travel group size, 
and other destinations visited within Turkey 
and other parts of Europe. This paper discusses 
the value of various information sources ·and 
factors relating to travel agent selection, and 
includes a demographic profile of attendees. 
The historical and socio-cultural background 
to the event is provided, along with 
information on Gallipoli and Anzac Day, to 
better comprehend the essential factors that 
relate to this occasion. Data were collected 
from 482 attendees while they were in transit 
from Istanbul to Gallipoli on 24 April 2007. 
Historical background 
In order to gain insight into the business of 
battlefield tourism at Gallipoli, it is vital to 
understand the importance of this event 
to Australians from a historical and socio-
cultural perspective. 
GALLI POll 
With the declaration of a constitution, 
Australia became a federation of states and 
a nation in 1901, thus breaking away from 
'mother' Britain. When World War I began in 
1914, Australians volunteered en masse to join 
the war for 'King and Country'. Troops from all 
states joined to create the Australian Imperial 
Forces (AIF), and their first united action 
was to conduct an eight-and-a-half-month 
campaign at the Gallipoli Peninsula in the then 
Ottoman Empire. One million men from both 
sides fought each other and nearly half became 
casualties, a statistic almost equally shared 
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among the Turks and the Allies, which included 
British, French, Australian, New Zealander, 
Indian and Canadian soldiers. 
Australian soldiers combined with New 
Zealanders to establish the Australian and New 
Zealand Army Corps (ANZAC) as a fighting force. 
The campaign started with a landing at a beach 
now known as Anzac Cove on 25 April 1915, and 
ended on 20 December the same year with all of 
the Anzac troops leaving the peninsula. 
In terms of a military campaign, Gallipoli 
was a disaster, with around 25,000 Australian 
casualties. Most Australian towns, villages and 
hamlets have sons buried at Gallipoli. According 
to Stanley (2005, p.140), World War I was a 
pivotal event in Australia's history, as Gallipoli 
provided the country with "its single most 
influential national myth". As a result, many 
Australians are drawn to visit World War I battle 
sites. Gallipoli, the site of one of the "bloodiest 
and hardest fought battles of all time" is a firm 
favourite with tourists, and fascination with the 
site seems to only be increasing. 
GALLI POll AS A PLATFORM FOR NATIONALISM 
It is claimed that battlefield tourism may also 
contribute to building and strengthening 
national identities (Holguin 2005). Charles 
Bean, the official historian of the Gallipoli 
campaign - and to a large degree, the creator 
of the Anzac legend - states in his final 
paragraphs about the Gallipoli campaign 
that, " .. .in no unreal sense [sic] it was on the 
25th of April, 1915, that the consciousness of 
Australian nationhood was born" (I918, p. 910). 
As early as 1916, this consciousness became 
evident. Addressing Australian soldiers in 
London in the first Anzac Day speech in 1916, 
Billy Hughes, the Australian prime minister of 
the time, proclaimed (Das 2005): 
Soldiers, your deeds have won you a place in 
the Temple of the Immortals ... The world has 
hailed you as heroes. On the shining wings of 
your glorious valour you have inspired us to 
a newer and better and nobler concept of life; 
and the deathless deeds of the valiant dead 
will yet be sung in sagas to generations of 
Australians to the end of time. 
In 1990, interest inAnzac Day at Gallipoli took a 
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substantial turn when the then prime minister 
Bob Hawke accompanied a group of World War 
I diggers to Gallipoli. The event, attended by 
around 5000 people, was also televised live to 
large audiences in Australia and hence began 
the ever-increasing popularity of attending 
the ceremonies at Gallipoli on Anzac Day. In 
his speech, Hawke acknowledged the Turkish 
hosts by saying, "It is remarkable to reflect that 
the tragedy of our first encounter has been the 
source of nationhood of both our countries," 
(Hawke 1990, Folder 25). 
Like his predecessors, former prime minister 
John Howard imposed his own interpretation 
on the legend, stressing unity and common 
purpose when on Anzac Day in 2003 he said 
the day was about the celebration of some 
wonderful values, of courage, of mateship, of 
decency, of a willingness as a nation to do the 
right thing, whatever the cost (Das 2005). 
VISITING GALLI POll 
Anzac Day was first commemorated on 25 
April 1916, one year after the original landing, 
when church services were held in Melbourne, 
Brisbane and London. In 1923, encouraged 
by the newly formed Returned Servicemen's 
Association (now the Returned Services League, 
or RSL) each Australian state gazetted April 25 
as a public holiday. Anzac Day veteran marches 
first occurred in 1924, with the first official 
dawn service held at Sydney's cenotaph in 1927. 
While the Anzac Day beach service was first 
held at Gallipoli in 1925, these did not become 
very popular until the 1980s (Wahlert 2008). 
The first organised pilgrimage to Gallipoli took 
place in 1929, when 86 Australians sailed with 
the Burns Philp shipping company. 
In 1985, the Turkish government officially 
recognised the name 'Anzac Cove'. The 75th 
anniversary of Anzac Day was celebrated in 
1990 when about 5,000 Australians attended 
the dawn service with the then prime minister 
Bob Hawke. The ever-increasing number of 
visitors attending the Anzac Day service led to 
the construction of a more spacious site in 2000 
called the 'Anzac Commemorative Site', situated 
north of Anzac Cove at the North Beach. 
In 2005, it was estimated that there were 20,000 
Australians and New Zealanders at Anzac Cove 
on Anzac Day. In 2008, the maximum expected 
number of 10,000 was exceeded by 20 per cent 
(Le. 12,000 attendees). The prediction for 2015 
is that there will be 50,000 visitors. For an event 
that is not advertised, requires a considerable 
amount of time, money and effort to attend and 
takes place at a time and location that is often 
physically challenging, the participation rate is 
nothing short of amazing. 
Literature revieW 
BATTLEFIELD TOURISM 
While the history of civilisation is often 
conveyed as a series of wars and battles, the 
location of battlefields, even the most important 
ones where historic wars were fought, are mostly 
not remembered. They are either built upon or 
turned into something else. Ofthe 10,000 battle 
sites of the American Civil War, only a handful 
remains for public access and appreciation. 
Visiting battlefields around the world has 
become one of the fastest growing tourism 
phenomena in recent decades. It began with 
veterans and their families wanting to visit 
sites that held considerable meaning for 
them. After World War II, with the advent of 
affordable air travel, many soldiers had a desire 
to return to areas where they fought to say 
goodbye to fallen comrades (O'Bannon, 2006). 
According to O'Bannon (2006, p. 1), "Most 
tourists to battlefields are interested in 
seeing history made real." Battlefields such as 
Waterloo, Gettysburg, Pearl Harbour, Iwo Jima, 
~ormandy, the Western Front and Gallipoli 
have become the" foci for mass tourism. Over 
two million visitors a year visit the site of the 
/ 
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Battle of Gettysburg, where 40,000 casualties 
once littered the fields. The site at Waterloo in 
Belgium has been the country's most popular 
tourism attraction for almost two centuries. 
According to Seaton (1998, p.151), "No English 
visitor went home from Waterloo without having 
his or her notions of British greatness, heroism 
and morality confirmed and intensified." 
In recent times, another dimension of battles 
has come to the fore, namely the economic 
contribution afforded by visits to these sites. 
According to Smith (1998) who researched 
the development of battlefield tourism in the 
US, war stimulates promotional, emotional, 
military and political tourism. Smith also 
suggests that war-related tourism attractions 
are the largest single category of tourism. 
What sets Gallipoli apart from other battlefield 
sites is that the overwhelming majority of visitors 
converge on the Anzac Cove site on April 25 
specifically to commemorate Anzac Day. 
Motives for visiting Gallipoli 
Tourists visit battlefields for a variety of 
reasons, including an interest in history or 
a desire to reconnect with the past. Others 
are trying to recreate the drama of the event 
within the actual physical surroundings, while 
some want to pay respect and commemorate 
those who took part in the battle. With regard 
to Australians and New Zealanders visiting 
Gallipoli, Slade (2003, p. 792) suggests "In 
visiting the site, Australians and New Zealanders 
do visit a battlefield, but the area represents a 
time and place where their countries began. 
Their motives are concerned with nationhood. 
Generally, they come to see the place where their 
great nation building stories happened." 
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This is rather similar to the experience of Turkish 
visitors who want to see the lands, gullies and 
the hills where Mustafa Kemal, the commander 
of the Turkish forces (who later became the 
inaugural president ofthe Republic of Turkey) 
defeated the Anzac s at great human cost. 
Battle site pilgrimages have taken on an air 
of holiness, with a sense of spiritual sanctity 
similar to that of religious rituals. Hannaford 
(2001, p.140) believes pilgrims are vastly different 
from tourists, and describes a pilgrimage as "a 
journey to the centre ofthe pilgrim's most valued 
ideals, ideals that can be termed sacred." People 
who have experienced the trip to Gallipoli often 
feel intrinsically changed. Pam Coogan visited in 
2001 and reportedly" ... came back from Anzac 
Cove wanting 'to spread the gospel of Gallipoli,'" 
(Van Reyk 2005, p. 2). 
Slade (2003) argues that the idea of Gallipoli was 
transformed into a more profound experience, 
which is different from a traditional battlefield 
visit; therefore, the reasons for the visit are also 
different. He claims: "most of the Australians 
and New Zealanders who travel to Gallipoli are 
engaged in a journey of discovering themselves, 
their roots and the meanings of their nations in 
the modern world," (Slade 2003, p. 792). Therefore, 
their motivation is related to national identity. "A 
trip to Gallipoli can be classified as a true spiritual 
pilgrimage, which describes a way of marking 
generational links and continuity through their 
families as well as being personal quests for 
casting and re-creating their self and national 
identities in a global era," (Hannaford 2001, p. 128). 
Van Reyk (2005, p. 2) places the motivation 
to visit in the following terms: "Perhaps this 
reconnection with a heritage site in a foreign 
country gives pilgrims a firm place to stand and 
feel pride in their Australian identity." 
With such strong motives for attendance, 
significant support at the highest level of the 
government, and the increasing ease and 
afford ability of travel, it is likely that visits to 
Gallipoli on Anzac Day will increase in the future. 
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Events 
Allen et al. (2005, p. 11) describe a special event 
in terms of "specific rituals, presentations, 
performances or celebrations that are 
consciously planned or created to mark special 
occasions or achieve particular social, cultural 
or corporate goals and objectives." This 
description can be extended to cover national 
days and celebrations (Hall et al. 2008). 
At present, there is relatively piecemeal and 
fragmented research into special events, most of 
which is focused on the organisers' perspective. 
Whilst the organisers' perspective highlights issues 
of management effectiveness (Getz and Frisby 
1988) and adoption of the marketing concept 
(Mayfield and Crompton 1995; Lade and Jackson 
2004; Mehmetoglu and Ellingsen 2005), the 
visitors' perspective on event success has received 
limited research attention (Saleh and Ryan 1993; 
Taylor and Shanka 2002). Regardless of which 
approach is taken, to date the overwhelming focus 
of studies on community-run or rural festivals 
makes it difficult to draw generalised conclusions 
from the findings, and lends support to Getz's 
(2000) call for study on business aspects from the 
participants' point of view. 
Although the special event that provides the 
context for this paper has demonstrated appeal 
with overseas visitors, particularly those from 
Australia and New Zealand, there is currently 
little research relating to it from the business 
perspective (Basarin and Hall 2007) . The 
significance of the dawn service at Gallipoli is 
borne from the involvement of the Anzac troops 
in the World War I, and their battles against the 
Turkish on the Gallipoli Peninsula at Anzac 
Cove. This in effect represented Australia's first 
involvement in war, post-Federation. As such, Slade 
(2003) has argued that the motivation to visit this 
area is not associated with curiosity or the desire 
for encounters with death (as the 'thanatourism' or 
dark tourism [Foley and Lennon 1996] view would 
hold) but rather a desire to connect with a place 
that is considered to be a birthplace of nations. 
In summary, the preceding literature review 
of battlefield tourism, and motives for visiting 
Gallipoli have highlighted the potential scope to 
explore this special event from the perspective 
of the participants. This exploration will take 
into account the unique characteristics of 
visiting Gallipoli, whilst extending the focus 
of the existing research. Furthermore, it will 
provide some rare insights into one of the most 
important events on the Australian calendar. 
Method 
A quantitative method was used to gather 
information from Australians partaking in 
the Anzac Day commemorations at Gallipoli 
in 2007. Gallipoli is located approximately 300 
kilometres from Istanbul, the city from which 
most attendees arrive. Gallipoli does not have 
public access via air, rail or sea. Visitors need to 
access Gallipoli via road, with most travelling 
by bus. The largest single provider of bus travel 
to Gallipoli is Fez Travel. During the Anzac Day 
commemorative event investigated in this study, 
Fez provided 50 of the 250 buses that transported 
visitors to Gallipoli. Fez Travel allowed the 
distribution of questionnaires to travellers while 
they were in transit from Istanbul to Gallipoli. 
Questionnaires were distributed to this 
convenience sample of respondents, aged 18 
years and over. In total, 482 questionnaires were 
completed. The dawn service event organisers, 
who reviewed the data collected for this study, 
acknowledged that the sample was quite similar in 
its demographic make-up to their own estimates 
of event attendees. The questionnaire comprised a 
series of lO-point semantic differential scales. 
Results and discussion 
PROFILE OF RESPONDENTS 
The sample comprised 42 per cent male and 58 
per cent female respondents. The average age 
was quite young at 28 years, with ages ranging 
from 18 to 67. As can be seen in Table 1, 73 per 
cent of respondents were aged 22 to 29, with 
almost half of the sample (48 per cent) in the 25 
to 29 age category. 
In contrast to the picture that is often painted 
in the media, the attendees at Gallipoli, 
although predominantly quite young, consisted 
of well-educated, skilled, trained or employed 
individuals. The managerial/professional (41 
per cent) and para-professional 
(13 per cent) occupations represented the 
majority of the attendees. Those in clerical! 
secretarial (13 per cent), trades (13 per cent) 
or sales/hospitality (9 per cent) also had 
reasonable representation. However, students 
(4 per cent), labourers/unskilled (2 per cent), 
unemployed (1 per cent) or retired (1 per 
cent) certainly represented the minority 
of attendees. This trend is reflected in the 
education level of attendees with 83 per cent 
holding tertiary qualifications. 
Motives for visiting Gallipoli 
Respondents were presented with a series 
of 27 factors that may have motivated them 
to visit Gallipoli, and were asked to rate the 
importance of each on a 10-point semantic 
differential scale, with '10' meaning 'very 
important' and '0' meaning 'not important'. 
Table 2 presents these motives ranked in order 
of importance for attendees. 
TABLE 1: PERCENTAGE OF RESPONDENTS ACCORDING TO AGE CATEGORY 
AGE CATEGORY PERCENTAGE OF RESPONDENTS 
18-21 4 
22-24 25 
25-2 9 48 
30-34 '4 
35-39 3 
40+ 5 
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TABLE 2: MOTIVES FOR VISITING GALLI POll 
AVERAGE RATING 
MOTIVES FOR VISITING GALLIPOLI (OUT OF 10) 
To show gratitude for freedom now enjoyed 8.6 
To attend a commemorative service 8·5 
To perform an act of remembrance 8.2 
To reaffirm shared values 7. 6 
To visit a famous battlefield site 7.1 
To reaffirm death not in vain 7·1 
To personally experience a war site 6.8 
To satisfy my curiosity 6.6 
I have a sense of duty# 6.2 
I have a relative who served in the armed forces 5·9 
It was encouraged by education in school~t 5·7 
To honour the memory of a relative/friend 4·3 
To make offerings/lay flowers 
It was part of a planned itinerary 3·5 
To visit a particular gravesite 3-4 
To mourn a particular relative/friend 
I was persuaded to visit by other travellers who have been here before# 
I have a relative who was at Gallipoli 2.8 
To visit a gravesite of a relative or friend 2·7 
To have a sense of completion 2.6 
Nostalgia from previous visit 2·5 
To resolve inner tension 2.1 
It was prompted by a television series/movie 2.0 
For research purposes 1.8 
It was prompted by information from internet + 1.8 
I am a returned veteran or member of the armed forces# 1.8 
To accompany a relative~t 1.6 
To accompany a returned veteran 1.6 
To undertake religious activity such as prayer 1·5 
I happened to be in the area 
I have Turkish friends 1.2 
# significant difference gender .05, *significant difference age .01, + significant difference age .05 
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The following factors appear to be the most 
influential with regard to attendance at 
Gallipoli on Anzac Day: 
• To show gratitude for freedom now 
enjoyed 
• To attend a commemorative service 
• To perform an act of remembrance 
• To reaffirm shared values 
• To visit a famous battlefield site 
• To reaffirm death not in vain 
• To personally experience a war site 
• To satisfy my curiosity 
• I have a sense of duty 
• I have a relative who served in the 
armed forces 
• It was encouraged by education in 
school. 
These factors represent rather powerful motives 
for visiting a battlefield site. This is in line with 
Slade's (2003) assertion that Gallipoli is a place 
where Australians go to experience, and show 
gratitude and appreciation for, the freedom 
they now enjoy as a result ofthe bravery and 
courage of those who took part in the battle. 
Factors such as 'I have Turkish friends', 'I 
happened to be in the area', 'To undertake 
religious activity such as prayer' and 'To 
accompany a returned veteran' are noted as 
having little influence overall, although these 
factors may have influenced some individuals. 
Respondents were asked to rate factors that had 
influenced them to travel to Gallipoli. In Table 
3 below, importance ratings for the motive 'I 
happened to be in the area' are shown. The 
table reveals that the overwhelming majority 
of respondents came to Gallipoli specifically 
because they wanted to attend the Anzac Day 
commemorative service. It is apparent from 
this information that less than 4 per cent of the 
respondents suggested that they came to Gallipoli 
simply because they happened to be in the area. 
TABLE 3: IMPORTANCE RATINGS FOR THE 
MOTIVE 'I HAPPENED TO BE IN THE AREA' 
IMPORTANCE RATING PERCENTAGE OF 
RESPONDENTS 
Not important 66·3 
1.00 6.1 
2.00 4·4 
3.00 2·7 
4.00 1.5 
5.00 6.1 
6.00 1.3 
7·00 1.3 
8.00 2.1 
9·00 .6 
Very important 1.5 
No response 6.1 
Total 100.0 
Gender and age differences 
A statistical test using analysis of variance 
(ANOVA) was undertaken to investigate whether 
the importance of each motivating factor in 
Table 2 varied according to age or gender. 
A great deal of similarity was evident 
between males and females, with regard to 
the importance of each of the 27 motivating 
variables. Only three variables were shown to 
have a significant difference. A sense of duty 
and the influence of being a returned veteran 
or member of the armed forces were of greater 
importance to males; more females were 
persuaded to visit by other travellers who had 
been to Gallipoli before. 
To assist in understanding age-related 
influences, the sample was divided into 
three categories: the 18-25 age group, which 
represented 44 per cent (201) of respondents; 
the 26-35 age group, which represented 48 per 
cent (216) of respondents; and those aged over 
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36 years-of-age, who represented 8 per cent 
(36) ofrespondents. A great deal of similarity 
was also evident between age groups. 
Only three variables were shown to have a 
significant difference. For those in the younger 
age group (18-25) the impact of education 
and the internet had a significantly greater 
influence on their visit to Gallipoli. Those in 
the older age group (36+) were more likely to be 
accompanied by a relative. 
Pre- and post-commemorative 
event tours 
The Gallipoli commemorative activities also 
have a multiplicative effect with regard to 
tourism in Turkey, Europe and Asia. When 
participants were asked if they would be 
visiting other places of interest in Turkey 
after the ceremonies at Gallipoli, most (95 
per cent) indicated that they would. However, 
it is important to recognise that almost all 
attendees would have been required to return 
to Istanbul, even if they wished to do no further 
travel after the ceremonies. However, more 
than 80 per cent of respondents indicated that 
they would stay in Turkey for at least six days, 
with 25 per cent of respondents planning to 
stay for more than 10 days. The most popular 
destinations to be visited in Turkey after the 
Gallipoli ceremonies were Istanbul (79 per 
cent), Cappadocia (29 per cent) and Antalya (22 
per cent) . A large proportion of attendees were 
also planning to visit other cities in Europe, 
including London (79 per cent), Paris (36 per 
cent), Rome (34 per cent), Athens (34 per cent) 
and Munich (24 per cent). Singapore (27 per 
cent) and Bangkok (26 per cent) were popular 
Asian destinations to visit, as was Dubai (16 per 
cent) in the Middle East. 
When respondents were asked who they 
had travelled to Gallipoli with, only a small 
proportion said that they had travelled on their 
own (14 per cent). Most people travelled with 
others: either with friends (50 per cent); in a 
group (26 per cent); or with family (10 per cent). 
Decision-making process for 
travel arrangements 
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Many of the respondents used a variety of 
means to arrive at their decisions with regard 
to travel arrangements. Word-of-mouth 
recommendation has often been considered 
very important in the travel industry and 
this was definitely the case with regard to 
attendance at Gallipoli commemorations. 
When respondents were asked: 'How 
important were the following sources of 
information in assisting you to make your 
travel arrangements?' more than 60 per cent 
of respondents said that word-of-mouth 
recommendations were very important in their 
decision to travel to Gallipoli. The importance 
of the internet to the travel industry is also 
reflected in the use of the internet by attendees. 
The internet was viewed as a very important 
source of information by 65 per cent of 
respondents, while 35 per cent of respondents 
also viewed travel agency websites as being 
very important. Other very important sources 
of information were travel guidebooks (50 
per cent), leaflets/brochures (35 per cent) and 
magazines (35 per cent). It is interesting to note 
that television and newspaper advertisements 
did not play an important role in the decision-
making process. 
When choosing a travel agent for the Gallipoli 
visit, only 20 per cent of respondents chose 
the agent because it was one they generally 
use. The level of information the agent was 
able to provide was regarded as being very 
important to 40 per cent of respondents, while 
convenience (39 per cent), good service (33 
per cent) and competitive prices (33 per cent) 
were also very important factors in using a 
particular travel agent. 
Economic impact of visits to 
Gallipoli 
The expenditure estimate of participants 
was ascertained, as well as the duration of 
their visit. The data was analysed for average 
expenditure per person per day, which was 
found to be $A394. The average duration of a 
visit to Turkey was estimated to be 8.2 days. 
In the last two years, it was estimated that the 
average number of Australian participants 
at the Gallipoli commemorative services on 
Anzac Day ranged from 8,000 to 10,000. In 
Table 4, the estimate of the total expenditure 
potential range is shown to be between $A2S.8 
and $A32.3 million. 
For Turkey, the economic multiplier effect is 
estimated to be 1.96 which takes into account 
indirect spending (Koc 2007, p. 230). Utilising 
this multiplier effect, the estimate for the true 
economic impact potential would be between 
$ASO.7 and $A63.4 million. Expenditure items 
would include travel services both in Australia 
and Turkey, accommodation, transport, 
food and beverages, other related tourism 
experiences, as well as the purchase of other 
goods and services. 
Conclusion 
Although wars are as old as mankind, battlefield 
tourism is still a relatively recent phenomenon. 
This type of tourism is one of the fastest growing 
sectors in the industry and creates a significant 
economic impact. 
This paper has investigated the business of 
battlefield tourism by estimating the potential 
economic impact of such an event, by utilising 
a questionnaire-based survey methodology. 
The economic impact of Gallipoli visitation is 
estimated to be over $A63 million, assuming lO,OOO 
visitors spend $A394 per day per person over an 8.2 
day duration with a multiplier effect factor of 1.96. 
TABLE 4: ECONOMIC IMPACT OF VISITATION TO GALLI POll ON ANZAC DAY, 2007 
NUMBER OF AUSTRALIAN TOTAL EXPENDITURE TOTAL ECONOMIC IMPACT 
PARTICIPANTS ESTIMATE ($A) WITH MULTIPLIER EFFECT ($A) 
8,000 50 ,730 ,000 
10,000 32 .355,000 
» 
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The analysis has also indicated that the following 
are key factors to consider about Australians who 
take part in battlefield tourism through attending 
the Anzac Day ceremonies at Gallipoli: 
• The average stay in Turkey is eight days 
• Almost all travel with friends, family or 
in a group 
• The overwhelming majority will visit 
other destinations in Turkey 
• Most visit Istanbul, after Gallipoli 
• Most visit another European 
destination; London is the most popular 
• Most are tertiary educated 
• Most hold managerial or professional 
positions 
• Most are younger than thirty years-of-
age 
• The average expenditure for the visit is 
$A3235 per person 
• Their travel arrangement decisions are 
guided mainly by internet use 
• Information provision, convenience, 
good service and price affect the choice 
of travel agent. 
In conclusion, Anzac Day and the ceremonies 
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at Gallipoli are recognised by participants as 
an important part of Australian culture. It is 
imperative to note that the ceremonial and 
commemorative aspects of the event are an 
extremely important reason for visitors to attend 
(rather than for the provision of entertainment) 
and event organisers should ensure that as the 
event grows, the ceremonies do not lose their 
authenticity or meaning. Those attending this 
famous battlefield and the commemorative 
event want to be able to perform an act of 
remembrance, and have the opportunity to show 
gratitude for the freedom they now enjoy. While 
the future ofthis important event will require 
ongoing research, considerations should be 
made towards the centenary of the battle in 2015, 
particularly given that 50,000 participants are 
forecast to attend the ceremonies at Gallipoli 
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